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Abstract 

In today’s world, one of the most effective ways of international marketing has emerged as marketing via the 
internet. Especially vloggers in social media are expected to affect the dynamics of online marketing. Consider¬ 
ing all these developments, the main purpose of the present study is to examine online consumer behaviors of 
teenagers in a conceptual framework and to identify the factors that affect this behavior positively or negatively, 
by specifically focusing on vlogging activities in cosmetics sector. Vlogging is expected to improve the brand 
image of cosmetic brands through admiration towards vloggers (HI). Similarly, teenagers are expected to iden¬ 
tify themselves with vloggers that they use the same cosmetic brands with, and the brand image of these brands 
are expected to increase as a result (H2). A survey is applied to 394 active teenager social media users. The 
participants are selected among the female followers of popular Instagram vloggers in Turkey, Danla Bilich and 
Duygu Ozaslan. In accordance with the expectations, both HI and H2 are verified. This means that, the admira¬ 
tion towards the vloggers in social media also improves the brand image of the products that are used and offered 
by these vloggers, in the eyes of the customers. Similarly, as individuals feel themselves closer to these vloggers, 
their perceived brand image for the products that these vloggers promote improves. 

Key words: Online marketing, Vlogging, Brand image, Identification, Admiration 


INTRODUCTION 

Globalization has brought economic growth 
and international competition together. In addi¬ 
tion to this, when the uncertainty arising from the 
rapid change of the market is added, the compa¬ 
nies operating in the global markets had realized 
that they have to be market-oriented. Operating 
in markets that are effective in the world econ¬ 
omy to minimize possible losses in both the neg¬ 
ative developments are among the main condi¬ 
tions both in becoming a global company. 

Economic changes and developments are 
pushing businesses to reach their goals faster. 
According to Friedman, (2006) “The World is 
Flat” means that “the global competitive playing 
field is being leveled. It is now possible for more 
people than ever to collaborate and compete in 
real time with more other people on more differ¬ 
ent kinds of work from more different comers of 
the planet and on a more equal footing than at any 
previous time in the history of the world” (Ah- 
meti,2015).In other words, the globalizing world 


offers the opportunity to be in many different 
places at the same time. As a result of this reality, 
businesses have to accept this fact in order to sur¬ 
vive in a competitive environment.For this rea¬ 
son, companies need to incorporate international 
habits into their own markets.Doing business in 
international markets allows compamnies to 
compete in a wider market as well as offer a 
wider audience of company's products and ser- 
vices.The firms that have gained experience in 
the international market for a long time are very 
experienced in serving different cultures. 

As a result of the developing technologies, 
changes in the consumption habits of the con¬ 
sumers have started to take place in the market¬ 
ing and advertising strategies of the compa- 
nies.One of the most effective ways of interna¬ 
tional marketing is marketing via intemet.Indi- 
viduals are now inclined to tackle their needs in 
an environment where virtual reality is alive and 
consumer is active through interactive communi¬ 
cation tools. Unlike traditional ciommunication 
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tools, consumers can now communicate and in¬ 
teract with their websites, advertisements, adver¬ 
tisers and other users on their own initiative. 

In this research, "video blogging", which has 
increased in recent years, will explored through 
the strategies for marketing cosmetic products. 

VIogging as a Marketing Tool 

Social media creates an environment that pro¬ 
vides direct access to the consumer. The freedom 
of social media allows marketing to be more 
original and creative. Marketers can tailor con¬ 
tent to the needs of the kit using the determinants 
of social media platforms.For this reason, it is 
important for researchers to examine social me¬ 
dia platforms individually, and to focus on what 
features make the platform special for marketing 
and branding.This study focuses on vlogs on 
YouTube's cosmetic video blogs, a video sharing 
site that allows users to create and upload videos 
viewed and shared by hundreds of millions of 
viewers.Cosmetic vlogs consist of videos where 
vloggers share ideas about the cosmetic products 
they use. Success of a Youtube channel is meas¬ 
ured by the number of viewers and subscrib- 
ers.The more subscribers of a Vlogger, the more 
profits that can be earned. Especially after having 
a cosmetic vlogger, having thousands of sub¬ 
scriptions and number of impressions, they start 
to receive gifts and advertising proposals from 
their cosmetics companies. The increase in mar¬ 
keting of this kind has also led to the emergence 
of "Youtube Unliileri". A few of the most famous 
cosmetic vloggers; Samantha and Nic Chap¬ 
man's sisters, Pixiewo, with the channel, makeup 
artist Lisa Elrdige. 

Cosmetics Industry and Teenagers 

The postmodern society in which the old age 
is removed from the eye and the form, the speed 
is foreground, a functional body activism, a ma¬ 
chine-body myth which is working continuously 
until it is out of use by changing its parts is 
spreading.Youth is an important period in itself, 
which has biological and psychological and so- 
cio-cultural dimensions, which contain the dy¬ 
namic processes of life cycle. 

Today's global processes, technological de¬ 
velopments, media and mass media have effects 
on all institutions and sections of the society as 
well as undeniable effects on youth. Indeed, 


young people are easily adapted to these changes. 
In this respect, while youth is educated on the one 
hand by their parents and educational system, 
and on the other hand the consumption of mass 
media, the hedonist ethics of society and post- 
modernity are constantly being built into their 
minds.For this reason, youth has both ethical and 
hedonistic personality structures. This has al¬ 
lowed them to easily adapt to today's marketing 
understanding (Solomon, 2004). 

Especially in less developed countries, as in 
developed countries, especially since the 1980s, 
consumption has become more a sign of social 
status and identity.The fashion products and new 
ways of life offered by the mass media are the 
tools that justify this tendency. Young people can 
easily benefit from products and services deliv¬ 
ered to consumers through mass media.In this 
sense, consumption can become a tool of social¬ 
ization because it means a process learned from 
the social, economic and cultural structure of the 
country (Fonte, Lagouanelle-Simeoni 2018). 

Besides, it is hoped that the standards of life 
will rise at the moment when young people are 
coping with these social conditions under the 
consciousness. This situation is not only limited 
to young people but also attempts to encourage 
workers and subclasses to middle class values 
and life (Odabasi, 2005). Consumption has an 
economic dimension as well as social and cul¬ 
tural dimensions. Most researchers emphasize 
that consumption has become a symbol. 

Purchasing Behavior 

The rapid development of communication 
technologies in recent years has triggered social, 
cultural and political changes/transformations. 
Individuals have the opportunity to communicate 
with the whole world, not just those close to 
them.This kind of development of information 
and communication technologies also changes 
people's way of life with their lifestyles. Con¬ 
sumption, which is a demonstration of social sta¬ 
tus, now takes place not only in the physical en¬ 
vironment but also in the virtual environment. 
People are spending more time in virtual envi¬ 
ronments with the development of social net¬ 
works than their predecessors (Giilmez, 2011). 
This offers an opportunity to develop sales op¬ 
portunities in the electronic environment. This 
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opportunity is becoming a highly accepted strat¬ 
egy in the consumption-oriented world. How¬ 
ever, in order to evaluate this opportunity, it is 
very important that the analysis of consumer be¬ 
haviors in the virtual environment is done both 
conceptually and practically. 

There are various differences between pur¬ 
chasing behaviors of people in physical environ¬ 
ment and purchasing behaviors in virtual envi¬ 
ronment. For example, according to Kirgova 
(2008), consumers are more impatient and de¬ 
manding in the virtual environment. 

Secondly, consumers benefit from each oth¬ 
er's web experiences thanks to the advantages of 
online communication, more from the physical 
environment. Because the positive or negative 
reactions in the online environment are spreading 
faster and wider than the responses in the physi¬ 
cal environment. One of the most important situ¬ 
ations that companies selling on the Internet 
should pay attention to is the fact that online con¬ 
sumers are more conscious than normal consum¬ 
ers (Ru^ova, 2008). In this sense, the web expe¬ 
riences that companies live with the consumers 
will play a role in shaping their buying behav¬ 
ior. In order to meet the wishes and demands of 
consumers, companies need to create and de¬ 
velop a web experience. An environment where 
consumers can easily ask questions online and 
get answers instantaneously affects purchasing 
behavior positively.This experience will enhance 
the virtual shoppers' online shopping behavior 
environment. The concept of online experience 
includes traditional marketing components, as 
well as tools for marketing components that can 
offer differences in the web environment. The de¬ 
sign of created shopping environments can affect 
people's purchasing feelings, their impulses, and 
cause re-purchasing behavior to occur or not to 
occur. At this point, the question of what are the 
factors that affect online shopping behavior gain 
importance. If marketers can grasp the factors 
that affect consumers' online shopping behav¬ 
iors, and if they create surplus value by offering 
them an appropriate virtual shopping environ¬ 
ment, then marketing strategies that can gain new 
customers and re-buy existing customers can de¬ 
velop. It is not wrong to say that the online shop¬ 
ping volume is a trend that shows a rapid increase 


in the world. A number of online shopping re¬ 
lated data have been obtained. Some of these are 
written below. 

■ 81 % of shoppers conduct online research 
before making big purchases(Retailing Today, 

2014) . 

■ 44% of people go directly to Amazon to 
start their product searches, compared to 34% 
who use search engines like Google, Bing, and 
Yahoo to search for products. (Marketing Land, 

2015) 

■ Mobile commerce makes up 30% of all 
U.S. ecommerce (Internet Retailer, 2015). 

Considering all these developments, the main 
purpose of the study is to examine the online con¬ 
sumer behaviors in a conceptual framework and 
to identify the factors that affect this behavior 
positively or negatively. The factors affecting the 
online shopping behavior in the study were de¬ 
termined as the research question. Online retail¬ 
ing, which develops day by day, also affects the 
attitudes and behaviors of customers.If online 
shopping malls are able to fully understand how 
a convenient shopping environment should be 
for customers to promote online shopping, they 
will find ways to attract new customers, satisfy 
existing customers and keep them online. 

In order to understand online shopping habits 
better, some concepts need to be clarified 
first.Consumer; is the actual person who buys 
marketing components for his or her personal de¬ 
sires, wants and needs or is in the purchasing ca¬ 
pacity. A consumer is a person who accepts or 
rejects an organization's marketing components 
that are included in a target market. 

VIogging 

Social media is a widely used media platform 
in today's world. People have the freedom to 
share whatever content they want. Social media 
has become the primary media tool for most us¬ 
ers. People began to make their purchases 
through social media, and even started to follow 
news sites through social media accounts. 

Vlogs are the names given to channels created 
on the internet. The expansion of these videos, 
which are available to be taken in every possible 
way, is video blogging.In this sense, especially 
blogs are getting more and more important day 
by day. In question-and-answer section, blogs 
that allow photo and video sharing, e-mail and 
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instant messaging have turned into a brand new 
personal communication tool.Personal blogs 
have evolved from text publishing to more pro¬ 
fessional areas where photos and videos are 
shared. This has led to the emergence of video 
blogs, vlogs. It can also be said that the television 
and the newspaper, which are the means of get¬ 
ting news in the past, have been replaced by per¬ 
sonal blogs and vlogs. 

Hypotheses 

Vlogging is expected to improve the brand 
image of cosmetic brands through admiration to¬ 
wards vloggers (HI). Similarly, teenagers are ex¬ 
pected to identify themselves with vloggers that 
they use the same cosmetic brands with, and the 
brand image of these brands are expected to in¬ 
crease as a result (H2). Hypotheses may be stated 
as follows. 


Hi:There is a significant positive correlation 
between admiration towards vloggers and the 
brand image of the products that these vloggers 
use. 

H 2 : There is a significant positive correlation 
between feeling oneself close to the vloggersand 
the brand image of the products 

CONCEPTUAL FRAMEWORK 
In the current study, for Hypothesis 1, the de¬ 
pendent variable is determined as brand image 
and the independent variable is determined as the 
admiration towards vloggers (Figure 9). For Hy¬ 
pothesis 2, dependent variable is determined as 
the brand image and the independent variable is 
determined as closeness with the vloggers(Figure 
10). Age, gender, education status and income 
level are chosen as the covariates 


Verifying Hypothesis 1 


Admiration towards vloggers 



Brand image 


r= 0.638 

p<.001 



Verifying Hypothesis 2 

Closeness 



Brand image 


r= 0.664 
pc.OOl 
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Karaduman I 
Tahbli.E.t. 

Vlogerlarin soxsi brend imicinin yeniyetmalarin kosmetik brend sccimino tasiri 

Xiilasa 

Bu giin diinyada beynalxalq marketinqin an effektiv yollanndan biri internet vasitasila tablig edilan mar- 
ketinqdir. Xiisusila da, sosial mediada vlogerlarin online marketinqin dinamikasina tasir etmasi gozlanilir. Biitiin 
bu inkisallan nazara alaraq, hazirki tadqiqatin asas maqsadi konseptual corcivodo yeniyetmalarin istehlakip dav- 
ramslanm arasdirmaq va xiisusila da, kosmetika sektorunda vloqculuq faaliyyatlarina yonalmakla, bu davramsa 
miisbat va ya manfi sakilda tasir edan amillari niiiay yan 1 asdin 11 akdir. Vloqqulugun vlogerlara heyranliq 
naticasinda kosmetik brendlarin brend imicini taknidlasdii'diyi gozlanilir (HI). Oxsar olaraq, yeniyetmalarin on- 
lar ila eyni kosmetik brendlardan istifada edan vlogerlar ila ozlarini miiayyanlasdimialan (identifikasiya) goz¬ 
lanilir va bu brendlarin brend imicinin naticada yiiksalmasi gozlanilir (H2). Sorgu 394 faal yeniyetma sosial 
media isdt'adocisino saniil olunur. istirakcilar Tiirkiyada niahsni' instagram vlogerlari olan Danla Bilic va Duygu 
Ozaslanm qadin izlayicilari arasmdan sccilmisdir. Gozlantilara asasan, ham HI, ham da H2 fikirlari tasdiq olu¬ 
nur. Bu o demakdir ki, sosial mediadaki vlogerlara heyranliq hamcinin bu blogerlar tarafindan istifada olunan 
va taklif olunan mahsullann brend imicini nhislru'ilai'in goziinda yiiksaldir. Eynila, fardlar ozlarini bu vlogerlara 
yaxin hiss etdiklarindan, bu vlogerlarin tablig etdiyi mahsullar U 9 iin onlann qavradiqlan brend imici takmdlasir. 

A^ar sozlar: Online marketing, Vloqguluq, Brend imici, identifikasiya, Heyranliq. 
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Kapa^yMaH H. 

Tajiw6jiw3.II 

BjiHHirae jiHHHoro SpeH^a SjiorepoB Ha BbiSop kocmcthkh no/jpocTKOB 

Pe3iOMe 

CeroAHJi o^hhm H3 HanGojiee 3(Jx|)eKTHBHbix cnoco6oB MOK^yHapo^Horo MapKeTHHra b MHpe hbjihctch 
MapKeTHHr nepc3 HHTepHeT. B nacTHOCTH, o>KH^acTCM, hto 6jiorrepbi counanbHbix cctch 6yxyT Bjin^Tb Ha 
AHHaMHKy OHJiaHH - MapKeTHHra. YHHTblBafl BCe 3TH pa3BHTH5I, OCHOBHaH UCJlb 3TOTO HCCJieflOBaHHfl COCTOHT 
B TOM, HToSbl H3yHHTb nOTpe6HTeJIbCKOe nOBC^CHHC nOApOCTKOB B KOHUCnTyaJlbHblX paMKaX H, B HaCTHOCTH, 
cocpeAOTanHBa^cb Ha djiorrepcKOH ^exTejibHOCTH b kocmcthhcckoh npoMbimjieHHOCTH, BbmBHTb c|)aKTopbi, 
KOTOpbie OKa3bIBaiOT nOJIO)KHTeJIbHOe HJIH OTpHUaTCJlbHOC BJIHHHHe Ha 3TO nOBC^CHHC. 0>KH^aeTCH, HTO 
KOCMeTHnecKHe 6peH^bi coBepmeHCTByiOT hmh^k 6pcHxa b pe3yjibTaTe bocxhluchhh SjiorrepoB (HI). 
AHaJIOTHHHblM o6pa30M, 0>KH^aeTCH, HTO nO^pOCTKH M^GHTM(|)MUMpyK)T Ce6fl C 6jIOTTepaMH, KOTOpbie 
HCnOJIb3yiOT Te >KC KOCMCTHHCCKHC 6pCH^bI, KOTOpbie, KaK 0>KH^aeTCH, nOBbICMT 3THX 6peH^OB (H2). 

Onpoc othochtch 394 aKTHBHbix no^pocTKOBbix nojib30BaTejieH counanbHbix cctch. YnacTHHUbi 6bijih 
Bbi6paHbi cpe^H >kchuj,hh - no^nHCLUHH aHjibi Ehjihh h ynry 03acjiaH, H3BecTHbix Instagram - 6jiorepoB b 
TypUHH. CorjiaCHO 0 >I<HXaHHflM, KaK MHCHHfl HI, TaK H MHCHHfl H2 nO^TBCpn^CHbl. 3 t 0 03HaHaeT, HTO 
BOCXHHi,eHHe 6jiorrepaMH counanbHbix cctch TaioKe noBbimaeT hmhx>k 6pcH^a npo^yKTOB, Hcnojib3yeMbix 
3thmh 6jiorrepaMH, b rjia3ax hx kjihchtob. Tohho TaK >kc, nocKOJibKy jiio^h nyBCTByiOT ce6 x 6jih3khmh k othm 
6jiorrepaM, hmh^k 6pcH^a, KOTopbiH ohh BOcnpHHHMaiOT, yjiyHinaeTCx othmh npo^yKTaMH, 
pacnpocTpaHneMbiMH othmh 6jiorrepaMH. 

RjiioneBbie cjiosa: omauu - MapKemum, 6jio22epcmeo, uMudjtc dpenda, udenmu^uKaijm, eocxuipemie. 

Daxil olub: 27. 10.2018 

Roy verib: AMEA Iqtisadiyyat Institutunun “Xidmst sahdldrinin inki§afi problemhri ” 
§obosinin miidiri i.ii.f.d. Allahverdiyeva L. 0. 
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